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services at a lower cost and in bringing to fanners a higher proportion of the consumer's dollar.
4.   Because of its democratic  character, cooperative organization is hampered by the lack of intelligence of its least informed members.    Education is therefore essential to inform all members concerning the principles of cooperation and of their responsibilities as corporators.   Safeguards are also necessary to prevent minority domination contrary to the interests of the relatively inactive majority.
5.   Cooperative marketing concerns, to succeed, must follow all of the essential principles which apply to efficient private enterprises, in addition to the special points observed above.    (See Chapter XII.)
6.  Federation of local cooperative enterprises is necessary if cooperative marketing is to endure as a constructive means of improvement in marketing. (See Chapter XVIII.)
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